Building a competitive brand is a key success specially in banking industry. This paper presents a study to investigate important factors influencing brand loyalty among special customers in one of biggest Iranian banks in Iran. The study designs a questionnaire and distributes it among 249 regular customers who are special customers in various banks in city of Tehran, Iran. The study uses structural equation modeling to find important factors and they are ranked using TOPSIS method. In our study, Cronbach alpha has been calculated as 0.815 and there are eight influencing factors including flexibility in offering various services, building good relationship with customers, technology and processes, customers' experiences, brand identity in continuous advertisement, organization size, customer perception on reputation of brand and customers' tendency to build better brand loyalty. In our survey, flexibility in offering various services received the highest rank followed by building good relationship with customers.
Introduction
Customer loyalty plays an important role on steady growth of products and services and there are literally various studies on discovering important factors influencing customer loyalty (Jacoby & Chestnut, 1978; Stern, 1983; Reicbheld & Sasser, 1990; Oliver, 1999 Oliver, , 2010 Schiffenbauer, 2001; Kotler, 2003; de Chernatony & Cottam, 2006; Kotler Armstrong, 2009) . Aaker (2004) discussed that brand assets are difficult and costly to develop, maintain and adapt. The offering environment is confused, cluttered and complicated in part because of the proliferation of products or services, brand, and sub-brands. According Aaker (2003) , when a brand fails to develop or keep differentiation, consumers have no choice for choosing it over others. Aaker (2003) explored various kinds of branded differentiators, the pros and cons of developing them internally versus looking outside for them. Berry (2000) presented a service-branding framework, which underscores the salient effect of customers' service experiences in brand formation. They used four primary strategies that excellent service firms implemented to cultivate brand equity. Branding was not just for tangible goods; it was the success driver for service organizations as well. Ehigie (2006) examined how customer expectations, perceived service quality and satisfaction predict loyalty among bank customers in Nigeria. They reported that perception of service quality and satisfaction were substantial predictors of customer loyalty, with customer satisfaction contributing more. De Chernatony and Dall'Olmo Riley (1999) discussed Experts' views about defining services brands and the principles of services branding. Grace and O'Cass (2005) investigated the roles of service brand communications on brand evaluation. The results demonstrated that controlled communications and brand name had a significant impact on customer satisfaction, brand attitudes and brand reuse intentions. Fornell and Wernerfelt (1987) performed an investigation on defensive marketing strategy by customer complaint management. They showed that defensive marketing could lower the total marketing cost by substantially reducing the expenditure of offensive marketing. Gill et al. (2006) investigated different factors influencing the trust of business clients in their banks. Jones and Farquhar (2007) investigated minor service failures in UK banking and considered the effect that satisfaction with service recovery had on customer intentions to continue their custom and make recommendations, based on as measures of loyalty behaviors. Hankinson and Hankinson (1999) performed an investigation on methods for managing successful brands by performing an empirical study, which compared the corporate cultures of firms managing the world's top 100 brands with those managing outsider brands. Hallowell (1996) performed an empirical study on the relationships of customer satisfaction, customer loyalty, and profitability. Lee and Back (2009) performed an investigation to examine attendees' brand loyalty by understanding the moderator of behavioral brand loyalty.
According to Janiszewski and Van Osselaer (2000) , consumers implement brand names and product features to forecast the performance of products. Keller and Aaker (1992) investigated the impacts of sequential introduction of brand extensions. Lambkin and Muzellec (2008) investigated how international banking groups could manage their branding in the context of successive mergers and acquisitions. The study reviewed a number of case histories to demonstrate that banking firms tend to evolve a multi-tiered system for absorbing and rebranding acquisitions. Mitchell and Greatorex (1993) reported in more detail on the differences in perceived risk, its component losses and of the benefits of 14 risk relievers in the buying of six services. The results confirmed the hypothesis that services were riskier than products and that this riskiness was primarily due to extra uncertainty in the purchase of services. Capizzi and Ferguson (2005) outlined the key loyalty-marketing trends for the twenty-first century, which could serve as guideposts as marketers create, expand and revamp their loyalty and customer relationship management (CRM) strategies. Oliver (1980) presented a cognitive model of the antecedents and consequences of satisfaction decisions. Szmigin and Carrigan (2001) discussed about wherefore customer loyalty. Keiningham et al. (2006) examined call center satisfaction in an escalated call center context where callers were organization members of the primary/leveraged brand and had purchased additional co-branded services as part of their membership. Zins (2001) and Zeithaml et al. (2001) performed an investigation on relative attitudes and commitment in customer loyalty models by presenting some experiences in the commercial airline industry.
The proposed study
This paper presents a study to investigate important factors influencing brand loyalty among special customers in one of biggest Iranian banks in Iran. use the following formula to calculate the minimum number of sample size,
where N is the population size,
represents the yes/no categories, As we can observe from the results of Table 1 , there are eight factors extracted from factor analysis flexibility in offering various services (X 1 ), building good relationship with customers (X 2 ), technology and processes (X 3 ), customers' experiences (X 4 ), brand identity in continuous advertisement (X 5 ), organization size (X 6 ), customer perception on reputation of brand (X 7 ) and customers' tendency to build a trust (X 8 ). Fig. 1 demonstrates the effect of each factor. Fig. 2 demonstrates the initial method to be investigated for the effects of different factors on loyalty. Table 2 shows the preliminary results of our survey. We have used structural equation modeling and Table 3 summarizes the results of our survey. As we can observe from the results of Table 3 , except one case, other statistics are significance. We have made some modification on our model and Fig. 3 shows the components of the modified model. In addition, Table 5 presents the summary of some statistical tests on implementation of the structural equation modeling on the second model. Based on the results of our survey, we can conclude the final model has confirmed all eight hypotheses of the survey and we can conclude that all eight factors influence brand loyalty, significantly. We have also verified TOPSIS method as multiple criteria decision making method to rank different methods and in our survey, flexibility in offering various services (0.971) received the highest rank followed by building good relationship with customers (0.566) and technology and process (0.559).
Fig. 1. The results of eight factors

Fig. 2. The results of initial propose model
Fig. 3. The modified model
The conclusion
In this paper, we have presented an empirical investigation to study the impact of eight factors on brand loyalty on one of Iranian banks located in city of Tehran, Iran. The study has extracted eight factors based on the implementation of factor analysis and, using structural equation modeling, we have confirmed that all eight factors influenced brand loyalty, significantly. In other words, flexibility in offering various services, building good relationship with customers, technology and processes, customers' experiences, brand identity in continuous advertisement, organization size, customer perception on reputation of brand and customers' tendency help us build a brand loyalty with customers.
